Agenda 


14.00—14.05 


14.05—15.00 


15.00—15.30 


15.30—15.45 


Pilot 
Introduction to the day 
Matthew Hooper 


Episode 1 
Building the sustainable entertainment provider 
Anders Jensen 


Episode 2 
Optimising performance and fuelling growth 
Enrique Patrickson 


Followed by Q&A 


Episode 3 
Building the Viaplay product platform that travels 
Philip Wågnert 


Followed by Q&A and panel discussion 
Break 


15.45—16.15 


16.15—16.45 


16.45—17.15 


17.15—17.30 


17.30—19.30 


Episode 4 
Original content that travels 
Filippa Wallestam 


Followed by Q&A and panel discussion 
Episode 5 


Building successful & sustainable sports portfolios 
Peter Nørrelund 


Followed by Q&A 
Episode 6 


Platform partnering — the win/win 
Kim Poder 


Followed by Q&A and panel discussion 


Series Finale 
Wrap-up 
Anders Jensen 


Evening mingle featuring guest star performances 


Building the 
sustainable 
entertainment 
provider 


Anders Jensen 
President & CEO 


The journey so far 


Following in 2023 


Telling stories, touching lives, expanding worlds 


by 


Taking climate & Advancing Promoting 
environmental diversity wellbeing & 
action & inclusion ethics 


to be 


The sustainable entertainment provider 


Subscriber growth on track 


HE Nordic Viaplay paying subscribers ~12,000 
— International (0005) 


3,020 3,147 3,287 3,609 


5200 


Q4 2020 Q1 2021 Q2 2021 Q3 2021 Q4 2021 C 2027 C2 2022 GS. 207 QA 2022 2025 
outlook target 


Financial performance 


HE Nordic Group net sales 
— International (bnSEK) 


+17% organic 
+17% organic 


14.6 Organic sales target 


12,7 
Nordic Group 


FY 2020 PY 2021 LEM GS 2022 2022 outlook 


|) Nordic 


International 


FY 2020 


Financial performance 


Group operating income before ACI & IAC 
(MSEK) 


Nordic margin Intl. losses 


LÄTE 


iilo 


FY ep LM GS 2022 2022 outlook 


Busiest team in the industry? 
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> viaplay | Select 


New markets launched 


> viaplay 


> viaplay | Select 


29 SVOD stacking 


(H of subscriptions per 
45 I SVOD household) 


4,0 
Sis 
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23 


2,0 


(m 


1,0 
15 20 25 50 S 40 


11 Source: Ampere Analysis 


Streaming Is growing 


45 


50 


S5 


60 


65 


70 


75 


SVOD Penetration 
(% of households) 


80 


85 


90 


Streaming is growing 


297 SVOD stacking 


(H of subscriptions per 
45 7 SVOD household) 


Total SVOD 
revenue (2025) | 


US& CAN 
4.0 ~47 bnEUR 
~480m subs 


35 
i- Nordics 
Be 2.0 BnEUR 


Poland SUS 


zin Baltics E e 
-120 MEUR m subs © 1 
20 ~1.4m subs rf Reker en 
— MA Netherlands ~50m subs 
7 2 E SVOD Penetration 
(% of households) 
40 


ie 20 25 30 25 40 45 50 DD 60 65 70 Us 80 85 90 


12 Source: Ampere Analysis 


And so is the number of competitors 


Dier NEIFLIX Sky TIT WTIME — 
prime video 


Apes We? 
HBOMAX (ruutu > 


o» discovery 


> 


NORDISK 
FILM 


@tv+ > viaplay player 
NOW 


hayu. 


oritoox p 


videoland. (GOS  uonscare: 


We have a unique position 


Sports a 
ent > viaplay 
prime video qi discovery 
Wm? 
Global content Local content 
Ø 
div+ 
HBOMOX 
— 


Non-sports 
britoox N E I F L IX content 


Positive subscriber dynamics 


Nordic paying subscribers 
(Millions) 


Q4 2021 


QS 2077 


BH Dec 


—— B2B 


QA 20772 
outlook 


Monthly churn 
(Nordic average, Q1-Q3, indexed) 


= 


Base tier Premium tier All tiers 


M2021 


B 2022 


Positive subscriber dynamics 


Nordic paying subscribers 
(Millions) 


Q4 2021 


(QS 200/27 


B Dec 


C2077 
outlook 


—— B2B 


Nordic ARPU 
(SEK/sub/month, organic, indexed) 


FA 2021 105 2027 Py 2021. GS 2022 


MM 228 EN oc 


| 


Py 2021 (052022 


EI Blended 


International expansion on track 


Subscriber 
development 


Sports viewing 
(min. per user) 


Launch Today Launch Today Launch Today 


International expansion on track 


Minutes viewed per user Price points 
(D2C Sports packages, Q3 2022) (Sports package, monthly price) 


55 PLN* 
MEM 


2 
O1 
N 


Nordics Baltics Poland Netherlands Avg. Baltics Poland Netherlands UK 
Nordics 


18 "Price increase to 55 PLN in March 2023 (-11.50 EUR) 


UK launch 


WT PREMIER UEFA UNITED RUGBY 
NATIONS DD 
Offering Å zs LEAGUE” RA V CHAMPIONSHIP 
«e» diu 
Ww, LY 
Sae: > ay 
LaLiga 
Price and Film and series package Total package Annual Total package 
packaging £3.99 /mo. £14.99 /mo. £11.99 /mo. 
Channels > viaplay | Sports! > viaplay | Sports2 > viaplay | Xtra 


om | Sky PE silla aL netg em iv 


Continuing the expansion journey 


E E e — Ky" A 
YY wy Y 1N 
> viaplay 


10+ markets 
: launching 2023 
> viaplay | Select 


Key drivers for continued growth 


Changes in the world around us 


Adapting our strategy to 
new circumstances 


New organisation increases local focus 


Core strengths 


Sustainability priorities & progress 


e Climate-friendly productions 


e Adoption of Science 
Based Targets 


e [CFD reporting 


Increasingly diverse workforce 
(60+ nationalities) 


Gender equal workforce 
(44f/56M in 2022) 


Using original storytelling to 
ralse awareness of societal 
issues & promote inclusion 


New whistleblower procedures 


3" party production audits 


Employee & supplier Code 
of Conduct 


Short-term outlook 


2023 outlook 
Group organic sales growth ~24-26% (excl. FX and Premier Sports) 
Nordic sales growth —12-15% 


: : ~9 million subscribers by end of 2023 
Viaplay subscribers d 


of which -5m Nordics and -4m International 


Nordics: -1.2-1.35 bnSEK 


EBIT (excl. ACI & IAC) International: Loss of -1.0-1.1 bnSEK 


Change in working capital Approximately -2.0 bnSEK 
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Long-term outlook 


(©* Updated targets 


Group sales growth” -16-19% CAGR 2020-25 

Nordic sales growth -10-12% CAGR 2020-25 

Viaplay subscribers -12 million subscribers by end of 2025 

Group EBIT ov e HAE International operations already in 2024 
(excl. ACI & IAC) 


~25% long-term margin for International operations 


Leverage policy? «2.5x Net Debt/LTM EBITDA including leases 


28 1) Based on 2020 Group revenues excluding the contribution from the deconsolidated Viasat Consumer business and the subsequently divested Studio operations, and including the contribution from the consolidation of 
Premier Sports business from Q4 2022 
2) Based on trailing twelve month adjusted EBITDA including leases. Viaplay Group's leverage may exceed these levels temporarily from time to time 


Well on track to 
build something 
truly unique 


29 


Adapting to macro 
developments to 
ensure delivery 

of strategic 
objectives 


International 
expansion ahead 
of schedule 


Nordic 
opportunity 
intact 


Winning team 
and sustainable 
approach 


Optimising 
performance 
and fuelling 
growth 


Enrique Patrickson 
Chief Financial Officer 
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Highlights 


Group revenue development 


Group net sales Group net sales 
(%, Q3 2022) (bnSEK) 


+30% 
(+25% organic) 


| 


= 
| 
| 
| 
| 
| 
| 
| 
| 
| 


Qi 2024 QU 2091 (3202 OA AO Ch 2022. (QU 2022 (520292 6292077 
outlook 


a viaolay MÁ Linear subscription & other HA Advertising 


32 
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Group profit development 


Operating income before ACI & IAC 
|) Nordic (mSEK) 


— International 


340 SW 


294 256 


199 248 


-200 -219 


= ANS) 


405 
-419 


Q1 2021 Q2 2021 Q3 2021 Q4 2021 Q1 2022 Q2 2022 Q3 2022 


Q4 2022 
outlook 
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~20% organic growth 
<=8.8% EBIT-margin 


Ww 


Discontinued 
distribution 
agreement 


2022 
Previous 
guidance 


Nordic EBIT before ACI & IAC (illustrative) 


SØ 


Softer 
ad markets 


Lower premium 
D2C subscriber 


Nordic 2022 full-year outlook 


~10% organic growth 
~7% EBIT margin 


Savings 


DO 
Updated 
guidance 


Proactively adapting to 
new circumstances 


( j o Premier Sports accelerating UK launch 
© Pricing power 
O Cost-savings programme 


Currency impact 


Better-than-expected Netherlands launch 
EBIT impact of -350 mSEK YoY in 2023 alone P 


Softer ad markets 


Discontinued distribution agreement 


Slower-than-expected Norway growth 


Near-term outlook 


2023 outlook 
Group organic sales growth ~24-26% (excl. FX and Premier Sports) 
Nordic sales growth —12-15% 


VEE TIERE ~9 million subscribers by end of 2023 
play su of which -5m Nordics and -4m International 
Nordics: -1.2-1.35 bnSEK 


EBIT (excl. ACI & IAC) International: Loss of -1.0-1.1 bnSEK 


Change in working capital Approximately -2.0 bnSEK 
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Key drivers for next year 


Nordic EBIT before ACI & IAC (illustrative) ~12-15% organic growth 
-1.2-1.35 bnSEK EBIT 


~10% organic growth 
~7% EBIT-margin 


PRES Rec ØR 


I 
| | 
| | P 
| | Price increases 
ene | 
mpa 
ienie oa sen i Softer ad markets Me Subscriber growth 


ingoing D2C base and Y 


Lower-than-expected 
mix effect Discontinued 
distribution 
agreement 


2022 are Et 2022 WGE 
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Steadily improving margins 


Nordic 2023 EBIT margin trajectory (illustrative) 


FY 2022 
Nordic EBIT 
margin 


-3-4% 


Q4 2022 all 20725 


AZ ZOZS 


Key levers for 2023 cost efficiency 


A predictable cost base 


Indicative share of Group OpEx (%) 


Other ' 


© Sports: 


Majority of contracts locked in over multi-year periods 
Tech 


Acquired content: 


Sales & 
Marketing 


Largest deals are locked in until 2025 


jx Originals: 
Content * High visibility as amortised over 6 years 


40 1) Includes G&A, Studios & other COGS 


Pricing power 


Yearly price increase Nordic partner sales Price increases 2022 
(2019-2022, avg. per annum.) (202020226 iy) 
TM TMS Premium sports package +86% in Q3 


Medium tier package +6% in Q3 


Basic tier package +8% in Q2 


+6% +7% 


+6% +10% 


Premium sports package +22% in Q4 


Medium tier package +15% in Q4 


+5% +25% 


Premium sports package +14% in Q1 


O O 
+9% +5% 2020 2021 2022 Q3, LTM 
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Value for money 


Viaplay price comparison 
(SEK) 


Viaplay Total 
> One month, incl. sport 


; Viaplay Film & Series 
viaplay 


One month 


129 


n i | One movie ticket 


E fi One pizza & one beer 


One theatre ticket 
5 
Q Lf 


200 


500 


Family ticket to 
one football game 


18010 
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Focusing on core 


| 2020 | 2021 | 2022 | Future 


October 2022 Streamline and divest 


non-core assets 
PREMIER az while investing 


SPORTS 1N in core assets 


Continuing 


allente 


PREMIER sz 
SPORTS 1N 


> viaplay | select 
dii. MA 
w 

> viaplay | Select 


mg + 
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Cash flows deployed to international expansion in select markets 


Great platform to expedite path to profitability 


Fast monetization of our valuable content 


Circumstances have changed. Hold back any further investments 


Focus on Viaplay Select monetization 


… impacts net working capital 


Approx. changes in net working capital 


bnSEK in 2022 


bnSEK in 2023 


| 5 
x | am — 
= | | | Y \ / y | 
WA A y 
Wy |J 
Li y A 


Raised 4.35 bnSEK of equity financing 
in February 2021 


Received 595 mSEK from Danish 
court settlement 


Allente dividend payments of - 400 mSEK per 
annum (- 3500 mSEK in 2022) 
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Investment in expansion 


Nordics: Rising profits & margins 


International: Positive result in 2024 


Group free cash flow generation in 2024 


Financing profile 


Total borrowings 


3,400 mSEK 


Cash & equivalents 


3,165 mSEK 


Net debt (incl. net lease liabilities) 


546 mSEK (1.2x LTM EBITDA) 


Leverage policy 


<2.5x Net Debt/LTM EBITDA including leases 
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Importance of culture, purpose & values 


Group organic sales growth 


Near-term outlook 


2022 outlook 


2023 outlook 


~20% 


Nordic sales growth 


~10% 


~24-26% (excl. FX and Premier Sports) 


AOS 


Viaplay subscribers 


EBIT (excl. ACI & IAC) 


—7.3 million subscribers by end of 2022 
of which -4.6m Nordics and -2.7m International 


Nordics: ~7% margin 


~9 million subscribers by end of 2023 
of which -5m Nordics and 
-4m International 


Nordics: -1.2-1.35 bnSEK 


International: Loss of -1.35 bnSEK International: Loss of -1.0-1.1 bnSEK 


Change in working capital 


Approximately -3.2 bnSEK Approximately -2.0 bnSEK 


Leverage policy ? 


«2.5x Net Debt/LTM EBITDA including leases 


49 1) Basedon trailing twelve month adjusted EBITDA including leases. Viaplay Group's leverage may exceed these levels temporarily from time to time 


Long-term outlook 


<o> Long-term outlook 


Group sales growth” ~16-19% CAGR 2020-25 
Nordic sales growth ~10-12% CAGR 2020-25 
Viaplay subscribers ~12 million subscribers by end of 2025 


~13% Group margin for 2025 with positive result for International operations already in 2024 


EBIT (excl. ACI & IAC) ~20% long-term margin for Nordic operations 
~25% long-term margin for International operations 


Leverage policy?) <2.5x Net Debt/LTM EBITDA including leases 


50 1) Based on 2020 Group revenues excluding the contribution from the deconsolidated Viasat Consumer business and the subsequently divested Studio operations, and including the contribution from the consolidation of 
Premier Sports business from Q4 2022 
2) Based on trailing twelve month adjusted EBITDA including leases. Viaplay Group’s leverage may exceed these levels temporarily from time to time 


& z 

Fully funded Clear plan 

for expansion to manage 
challenges 


Line of sight for 
majority of costs 


Proactively 
aligning portfolio 
for streaming 
future 


© 


Long term 
strategic 
objectives intact 


Building the 
Viaplay Product ® 
Platform that travel SV 


Philip Wågnert 
EVP & Chief Product & Technology Officer 


The Viaplay platform has evolved 
as the Group's ambitions have... 


Beyond... 


Global / Borderless 


SVOD Live sports TVOD EST Linear TV 


The popularity of our live sports puts 
extra pressure on platform every second 


Concurrent streams high performing Sunday Rapid 11x growth concurrent 


traffic patterns 
mVOD Live e 


2024 2022 12200 15:00 


Despite increasing market fragmentation and 
competition Viaplay has retained viewing shares 


Nordic SVOD Share of Viewing Viaplay Nordic Churn development 


MUA 


2021 2022 2021 2002 Film & Series Total Package All customers 


B Largest Global competitor |. viaplay | Q1-Q3 2021 B 01-03 2022 


56 Source Share of Viewing: Mediavision Nordic Average SVOD Share of Viewing; Spring 2021 vs 2022 


…by Offering customers exclusive 
content that they want 


Viaplay Content Share of viewing Nordics, YTD 2022 vs 2021 vs 2020 


2020 2021 2022 2020 2021 2022 


M Sports share of viewing . . Viaplay Originals share of viewing 


Increasing 
personalization 
and improving 
recommendations 


$ A 
Q Y 


Enhancing Sports 
Experience and 
making it even more 
Engaging 


Increasing reach 
through deeply 
integrated 
partnerships offering 
great user experience 


Continuous improvements to personalization 
and recommendations is driving viewing 


A recent multivariance test with multiple 
different personalization algorithms generating 
recommendations in the Viaplay feature box 
generated strong results 


Feature box 
conversion 


+48% 


Overall conversion 
cross product 


+1,4% 


Så 
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2 | 1season | 15 yrs 


, p did 
uD m à MAC t 
L A Es AUN 
REK LS Ne 
TREK m 2 E m 3 


a NR 


6 Ny sásong: Babylon Berlin Titta i kapp: 


CID 8.4 | Drama / Kriminaldrama | 2017 | 3 säsonger | 15 år Good Trouble 
Mord, kabaré och ekonomi misk krasch h. Åter till det "glada" 20-t talet. Se ED 7.5 | Drama | 2019 | 12 years 
pe ME 


Mer info 


..... 


Sports engagement is increasing when 
moving from linear to digital experience 


Live © © 


Catchup 


Highlights 


Enriched 


C9 | C9 | G9 | G9 
OO VY © 


Interactive 


Sports engagement is increasing when 
moving from linear to digital experience 


Live © © 
1,/mn 
tch I 
Pide o 9 Sports viewer 
adoption of 
Enriched = © +4,7% 
Active sports days 
Interactive (x) © for highlights users 


Sports engagement is increasing when 
moving from linear to digital experience 


Live © © 


Catchup 


Q 
Highlights (x) 
© 


Circuit id R I 
Spanish Grand Prix 2022 - Race 
d 
NM 
R DE EX 
Carlos Sainz 18 
9 { Y 
< Spanish Grand Prix Su | 
Circui 
Circuit de Barcelona-Catalu 
Enriched © | 


We increase Viaplay reach and satisfaction 
through deeply integrated B2B partnerships 


| 
¿ ~ 
TS 
© Su s 4 Riket Exodus 
i ; NL + 
Viaplay metadata is integrated to select 
B2B partners, offering full catalogue … deep linking straight into Viaplay 
access and integration within partner Ul for full viewing experience 


in apps and on STB's... 


We offer Viaplay on the devices 


Share of viewed minutes across platforms 2022 


11,3% 


Web 


Mobile / Tablet 


70,4% 


Big Screen / 
Entertainment devices 
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where customers are... 


ER 
Slutet är hår. Kommer kampen mellan ont och gott äntligen avgöras? 


Sásongsavslutning: 
Riket Exodus 


Available on all key platforms, 
a multitude of devices and anywhere 
on the go utilizing download functionality 


…and they are increasingly on Big Screen 
and entertainment devices 


Big screen share of 
viewing 


Viaplay has secured multiple 


new device partnerships dp 


Rent & Buy Channels Q [IA 


Start Sport 


o ROKU 


cm 84 | Drama | 2022 | 1 


dae AM o M. Roses 
PIE EN LR 
ont och gott äntligen avgöras? _ 


Slutet är här. Kommer kampen mellan 


© Hisense 


WT £x 
ON E Google TV d ay: 
Continue watching 


E P 


2020 2022 
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We are evolving our platform and 
continuing our technology leadership 


Viaplay Cell Platform 
Viaplay API Viaplay Back Office 
3rd party 3rd party 3rd party 


Cloud resilience 


Platform flexibility 


2012 2020 2025 
Nordic platform European platform Global platform 


Investing in tech to marry the availability 
of linear with an enriched experience 


Increased redundancy across Increased elasticity within Enabling availability at a level 
geographical regions milliseconds expected by linear customers 


Ensuring easily scalable 
capacity 
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© 


Scaled up current 
platform, reaching 
+5,5X concurrent 
streams 


Reduced churn 
by >11% vs 2021 


Increased 
relevance 
and desirability 
of Viaplay 


Next step in 
the development 
of our platform 


Panel discussion 


Jeffrey Chen 


VP Data Science 


Original content 
that travels 


Filippa Wallestam 
EVP & Chief Content Officer 


Our proposition is unique 


a 


Drama series 2 — Non-scripted … 
and movies ” | content 


Acquired 
movies 


72 


With original content making 
the difference 


Example of all series Q1-Q3 2022 (Sweden, Denmark, Norway) 


Volume Sales Consumption 
hours New subscribers Viewed minutes 


M Original content § Acquired content 
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Main acquisition deals concluded since last Capital Markets Day | 
| Qs 2022 


NBCUniversal -£93- 


vær 


hayu 


| VIACOMCBS 
SS LIONSGATE+ 


NORDISK FILM 


STUDIOCANAL 


75 


With more new titles 


115 


2021 


New movies in the Nordics 


than ever 


VENO 


LET THERE be CANI 


$. 
NOBODY 


MARCH 26 


THE RUNAWAY - 


===. IN THEATERS EASTER — Y. 


Originals are our key differentiator 


Originals premiered (scripted and documentaries) 


-10 15 3 C / / O) IN 
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FESTIVAL. \ 
y) DE TELEVISION 
(7 DE MONTE-CARLO 


IFTA 


AWARDS 
MA. LEAD ACTOR 
NOMINATION 


CSERIELIZADOS FES 
FESTIVAL INTERNACIONAL DE SERIES 


M MAN SERIES 
ý AWARDS 


CANNESERIES 


21 CENTURY 21 


Award 


GULLRUTEN 


Göteborg 
Film Festival 


NORDIC 
FILM COMPOSER 
— AWARD — 


NOMINERAD 
KRISTALLEN 4 


2022 


Exciting pipeline for 2023 


Global shows 


Local 
originals 
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A Viaplay ORIGINAL 


I S 


ENGLAND 


T9 


Viaplay Select reaches new markets 


Markets where Viaplay 


is already available D2C 


Sweden, Denmark, 

fo du A | | "m € | | Norway, Finland, Iceland, 

> viaplay | Select EM aS 0 å MA En Estonia, Latvia, Lithuania, 
EN T | 3 så EE. S- s Netherlands, Poland, 

UKs Canada: 


> viaplay | Select 


> viaplay | select 


> viaplay | select 


80 * Launching in Q1 2023 


Building value in the portfolio 


Accounting principles Originals with global rights (+) 
— Amortisation period 
M Typical license period -110 
100 
Non-scripted 
80 
Documentaries 60 
40 
Scripted 
2/0 
2 
| 2 4 à $9 o A S E € Before 2020 2020 2021 2022 2023 
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Sustainable content is better content 


DUFVENIUS LUNDQVIST RAPAPORT RÖSE 


Equality, Diversity Environmentally Physical and 
and Inclusion friendly mental wellbeing 


Unique content 
offering with 
global appeal 


Driven by strong 
Original slate 


And extended 
Hollywood 
partnerships 


Available in even 
more markets 


Panel discussion | 


Eva Röse | 


Actress, Creator 
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& sustainable 


SPO rts eje, rtfol IOS 


Peter Norrelund 
EVP & Chief Sports Officer 


*?, 
P 
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Building portfolios 
& executing on production 


Unique Look/feel 
Seasonal Studios 
Regularity Graphics 
Volume Pre-productions 
Fan base Shared experts/facilities 


High quality | ocal studios 
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Football 


Three Pillar Strategy 


Motorsport 


Poland 


KSW — 


Football Motorsport the local element 
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Core properties 


"OS... "RES 
IPS 


PL, production 
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PL, Viewing, Viaplay — 12 rounds 


2843 min/user 
32 matches per user 
in 12 rounds 


Avg of Top 25 viewed 
matches entire 
21/22 season 


Avg of Top 25 on 
Viaplay after 12 rounds 


92 


F1-production 


David Tom 
Coulthard Kristensen 


=== = | 


Häkkinen 


* 


Stockhol p a 
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F1, Viewing, Viaplay — YTD 


3186 min/unique 1925 min/unique 
53h/unique 32h/unique 


1640 min/unique 1234 min/unique 1183 min/unique 
27h/unique 21h/unique 20h/unique 


lan Holme. 
F1 
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with Max Verstappen 


ax Verstappen 


/ | A CarNext; 


viaplay 


Raymond 
Vermeulen 


BYBlT- 
B Tezos 
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Erling 
Haaland 


98 


Next up — UK 


WW PREMIER NATIONS 
…0 LEAGUE” 


EUROPEAN 
QUALIFIERS 


Vl UNITED RUGBY 


LaLiga CHAMPIONSHIP 


E 


Portfolio in place 


100 


9 


Unique 
partnerships 
with key partners 


Massive Pan 
viewing / productions 
OTT 


outperforming 
linear 


Unique 
partnerships 
with ambassadors 


Platform 
partnering 
— the win/win 


Kim Poder 
EVP & Chief Commercial Officer 


» — 


=. TERA 


f 


> viaplay GROUP 


D2C distribution B2B distribution 


> ` QA 
agen À c4 


The right partnerships contribute to Viaplay 
Group's profitable growth 


e Higher market share 
e Rapid growth in new customer 
segments 

en * Revenue share to partners 
* Lower sales acquisition cost m 

* Lower activation than D2C 

* Lower churn 
e Increased brand/ 
content exposure 


Creative partnerships are a key success factor 
in a competitive media landscape 


> viaplay 


5 viaplay Xtra 


> viaplay Sport 1 


3 die ao. 10 & G 


> viaplay Sport 2 


Viaplay's product portfolio is available via 
multiple partners in the 35.3 BSEK Nordic 
pay-TV market... 


f 
e? 


telenor 


2 
JPL. 


youSee allente 


allente 


…With a wide footprint for Viaplay Group's 
streaming packages and linear channels 


TV households excl. FTA TV households excl. FTA 


Partner penetration Partner penetration 


TV households excl. FTA Cable/IPTV households 


Partner penetration 


Partner penetration 


y? 


op 
D 


106 Source: Ampere Analysis, Viaplay Group company report & Analysis. Sweden: PTS, June 8th 2022. Finland: FiCOM. 


An expanded Tele2 & Viaplay Group 
deal announced in March 2022 


TELE2 


The partnership has strengthened Tele2's 
offering, with Viaplay included in all PTV tiers... 


RIGIN, 
ROSLU 
HELLSTR M 


TE 


Viaplay Film/Series included in 


Tele25 Tv Standard package, Viaplay Medium included in Viaplay Total included in 


along with a range of linear Tele2's Tv Flexible tier Tele2's Tv Premium tier 
channels from Viaplay Group 


...and through hard bundle with the 
new Tele2 Play+ product 


Launched in June 2022 


The new Tele2 Play+ streaming 
portfolio is available to any Tele2 
broadband or mobile subscriber 


Hard bundled Viaplay ^ 
products included: 


viaplay viaplay viaplay 
Film & Series Medium Total 


Pay-TV markets in the Netherlands and 
Poland have a combined value of 38.1 BSEK... 


CANAL+ GG 
vectra ^" 


19.6 
BSEK Pay-TV market 


18.5 
BSEK Pay-TV market 


...and our partners give access to a significant 
share of households, complementing D2C 


— 7.0M Pay-TV households 11.4M Pay-TV households 


92% Partner penetration 44% Partner penetration 


Source: Ampere analysis & Viaplay Group Analysis 


Viaplay building strong relationships and using 
a hybrid approach to maximize reach and 
value in NL 


Viaplay Xtra channel 
contributing to linear to 
streaming conversion 


2%) l'E 


Former rights holder becomes Viaplay Group's partners cover 
distribution partner virtually the entire PTV market 


+ 


Ziggo 


The latest major partnership with Canal+ 
Polska allows Viaplay to reach even 
more subscribers 


Broad Viaplay distribution in a Sublicensing rights to show Viaplay Group's partner 
closed Men DTH universe selected matches on Canal+ footprint now covers close to 
linear channels half of the Polish PTV market 
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44% 
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other 56% 


Source : Polish Office of Electron ic Commun ications 


Premier Sport's partnerships in the 82.4 BSEK 
UK PTV market are already established... 


and have given Viaplay Group access to a 
considerable footprint from the outset 


14.7M Pay-TV households 
84% Partner penetration 
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Examples of distributors in 


the North American market 


~o ED 


Ny 


COMCAST 


verizon" 


© ROGERS. 


— TELUS 


116 Source: Ampere analysis & Viaplay Group Analysis, estimated pay-TV market size 


Pay-TV 
households 


10.7M 


65.0 M Pay-TV 


nouseholds 


G 


Viaplay Group's 
partnership 
approach 
complements 
D2C across 
markets 
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I 
© 


The right 

and innovative 
partnerships 
maximize 
reach at 

low costs 


Partnering in 
intelligent bundles 
lowers churn, 
prolonging 
customer 

lifetime 


© 


Partnerships 
have secured 

a strong Viaplay 
footprint in new 
markets from 
the outset 


Viaplay Group 

& Nordic partners 
are driving 
convergence 
from linear to 
streaming 


Panel discussion 


Bjørn Ivar Moen 
CEO of Telenor Sweden 
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